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RESPONSES OF LIFE LIKE WITNESS GREENBERG '1 .0 ISl'kRKOGATORIES OF 
THE AMERICAN POSTAL M ' O R K l -  R S  ESIOS 

APWU/LLS-Tl-I 
screening events is expected to take place 1 1 1  2008 and be! ond becaust \\e u 111 already 
have teams in all 48 continental US states. '' 

a) Since your teams screen only L k i t h i n  a 2-3 hour radius of their "home" baw.  
doesn't this leake a relatively large part of the count? for c\cntuaI e\pansion? 
b) What sort of demographic and population cicii~ity characteristics arc you 
seeking to serve? 
c) Are you planning on adding m y  nc\\ w a n i n g  teams during the p r o p o d  
period of this NSA? 

On page 7 of your testimony you \tLitc that "[\]cry littlc gron t h  in 

Response: 

a) No. Life Line cok'ers all U.S. territory [list Li t2  Line has dctcmiined to bc 

economically attractive to operate in. In somc ciiscs u t  hai.c "~easonal" \an teams that 

actually travel across several states for a fen months at ;I time so that \\ c c;iii reach I e s  

populate states such as Wyoming and tlic Dakotas. Each screening e\ ent alw pulls froin 

a geographic radius of population riround the t\ cnt tha t  people ;ire 1s illiiig to m i \  el to. In  

some instances. Life Line \'isits a gi\en i.ip code only once a ]vex: 111 others Life Line a 
visits it multiple times in a 12 month period. 

b) A variety of characteristics are important. not the least o f u  hich is our histori~al 

ability to draw enough customers through our existing imrketing channel\ to co i  cr  the 

fixed costs of operating a screening event in a g i i m  location on a given day. Customer 

counts are affected by age, income, education. gender. propensity to rcspond do different 

marketing channels, our ability to target likely prospects, and several other factors. 

c) Life Line has no plans for new U.S. ultrasound teams at this time. 

~ - 3 -  
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14 
RESPONSES OF LIFE LINE WITNESS GREENBERG TO IS7'EKROG.4TORIES O F  

THE AMERICAN POSTAL WORKEKS USION 

APU'U/LLS-T1-3 
letters or only on some of them? Does it plan on using repohitionable notes on the 
expanded mailings it will do if this NSA is approved? 

Response: 

additional mail resulting form the NSA will likely use RPSs. Life Line Screcnin_t' 7 s use 

of RPKs is completely tied to its profitability and effcctnxmx 2 s  ;1 marketing tool. 

Does Life Line use repositionable notc'4 0 1 1  .ilI of its solicitation 

Only some of Life Line's solicitation mail uses RPSs. Some of thc 

- 5 -  



15 
RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 

THE AMERICAN POSTAL WORKERS L'SION 

APWU/LLS-T1-4 What sort of price increases have you experienced for pour u,eb. e- 
mail, radio, newspaper inserts and television advertising in the past two years'? 

Response: Newspaper inserts have had no price increases to speak ofo\,er the last 3-4 

years. Our media costs per unit in email and radio have declined as \\*e have increased 

our scale of advertising. Our experience with tele\kion is not extensive enough to 

answer this question. 

- 6 -  



16 
RESPONSE OF LIFE LINE WITNESS GREESBERG TO INTERROGATORIES OF 

THE APWU (APWU/LLS-Tl-j) 

APWU/LLS-T1-5 
but that it only began using direct mail in 2003. What \vas your priinary method of 
gaining new customers prior to 2003? 

Response: Newspaper inserts. public relations. field sales force. and radio. 

You mention that Life Line has been doing screenings since 1996 

- 7 -  



17 
RESPONSES OF LIFE LINE WITNESS GREESBERG TO ISTERROGATORIES O F  

THE AMERlCAN POSTAL WORKERS USION 

APWU/LLS-T1-6 What percentage of your scretiiinss is for people who 1m.e ne\m 
been screened by you before and what percentage is for repeat customers'? How 
frequently should a person have a Life Line screening? 

Response: We don't have separate screening events for pre\ ious customers \. ersus first 

time customers. They all come to the same event. Thc frequency of screening has 

nothing to do with Life Line's marketing and promotional programs and \varies depending 

on a number of factors including an indi\%h~il's agc. rihk factors. and inedicril history. 

- 7 -  



18 
RESPONSES OF LIFE LME WITNESS GREENBERG TO INTERROGATORIES OF 

THE AMERICAN POSTAL WORKERS UNION 

APWU/LLS-T1-7 Have you seen any changes in the response rate to e-mail over the 
past few years as spam blockers have become more prevalent? 

Response: We have only started using email heavily in the last 12- 18 months, and 

only within the last 3-6 months have we begun using tools that indicate delivery and 

openability information. We do not have enough data to have a perspective on how spam 

blocker usage has changed over time. 

- 8 -  



REDIRECTED RESPONSE OF LIFE L I N E  N'ITSUESS GREESBERG TO 
INTERROGATORY OF THE AP\I'U (APLVU, USPS-TI -7) 

APWU/USPS-T1-7. In your response to APb'U L'SPS-TI -5 you indicate that Life 
Line Screening has informed the Postal Sewice that i t  \ \ i l l  ciiscontinue operations of six 
of its vans in early 2008. Was that the main reason for the original cbtiinate of a 6 million 
piece decline in its bage line estimates betueen 2007 and 200K? a 
RESPONSE: 

No. At the time the base line estimates n ere pro\ ided. \ye assumed that there u ould be 

no new vans added in 2008 - but no rcductioii\ citlicr. The decision to discontinue SI\ 

vans was made in the fourth quarter of this !car. 

a 

a 

In our original filing (see page 10). \ye assumed a reduction in absolute inail \.oluiiies and 

mail volutnes per screening absent an <S.A bccausc: 

(1 )  Life Line Screening is acti\.ely in\.csting i n  a1tcrnatiL.c inarkcting channc!s. 

(2) Direct mail costs continue to rise. reducing direct niail protit:ibiIit>,. 

(3) Life Line Screening planned to implenient statistical suppression models. 

19 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-1. Please confirm that the full name of your employer is Life Line 
Screening of America Ltd, registered in Ohio as a 1ini;ted liability company. If you do 
not confirm, please explain any and all differences between ”Life Line Screening of 
America” and “Life Line Screening of America Ltd”. 

Response: 

Confirmed. 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-2. 
made a filing with the SEC. If you do not confirm, please provide a copy of the mcjst 
recent SEC filing. 

Please confirm that Life Line Screening of America Ltd has never 

Response: 

Confirmed. 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-3. 
adding an ultrasound ieam to Washington, DC. Is Life Line Screening of Amxka  Ltd 
currently registered to do business in the District of Columbia'? If not, state the calendar 
year in which Life Line Screening of America Ltd expects to commence doing business 
in the District of Columbia. 

At page 3, lines 12- 17, of your testimony, you discuss the effect of 

Response: 

Yes. 
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RESPONSES OF LIFE LINE WiTNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-4. 
is used at page 8, line i 5 ,  or your testimony. 

Please define and give examples of ‘.affinity partners” as that term 

a. Is Memorial Hermann System of Houston, Texas. an affinity partner? 
(“Memorial Hermann System and Life Line Screening Partner to Promote 
Healthier Communities in Houston Area” 
http://www.memorialhcrniann.crq ncn. ipmm OhO807.htm) If not, please descrihc 
the relationship between Life Line Screening of America Ltd and Memorial 
Hermann System. 

b. Is Life Line Screening, as used in the quotation above, the same entity as Life 
Line Screening of America Ltd? if not. please explain any and all differences 
between “Life Line Screening” and “Life Line Screening of America Ltd”. 

c. Has the relationship with Memorial llennann System caused an increase in Lifc 
Line Screening of America Ltd‘s volume of letter-shaped Standard Mail? If so. 
by how much. If not, why not‘? 

a 

Response: 

An ‘‘affinity partner” is someone that partners with Life Line to offer screenings 

to their customers or members. Example u ould be associations of realtors, engineers, or 

other professionals. 
a 

a. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

b. Yes. 

c. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

http://www.memorialhcrniann.crq
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-5. 
Line Screening of America Ltd acquired? 

During calendar year 2007, how many affinity partners has Life 

a. How has the acquisition of affinity partners during calendar year 2007 affected 
Life Line Screening of America Ltd’s volume of letter-shaped Standard Mail‘? 

b. Please confirm that the website of Life Line Screening of America Ltd makes the 
following statement: “These partnerships demonstrate the credibility of our 
organization and provide us the access to murket o‘rr services in a much broader 
arena. 
(emphasis added). 

c. Please confirm that Life Line Screening of America Ltd will not seek affinity 
partners or other partnerships during the period of calendar years 2008-20 10. If 
you do not confirm, please explain. 

9 ,  h t tp : //ww w . 1 i fe I i nesc reen i n q. c o in I’xt n e rs h ips Pa qcs, I n de Y .aspy 

Response: 

Life Line will provide a response to the tirst sentence of this request under seal pursuant 

to the Commission’s Order No. 36. 

a. The more affinity partners that Life Line has that want Life Line to mail to 

their customers or members, the more mail Life Line will send. We do not have specific 

figures related to the relationship between affinity partners and mail volumes. 

b. Confirmed. 

c. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 



RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-6. 
partners does Life Line Screening of America Ltd expect tu acquire? How will the 
acquisition of affinity partners during the effective period of the NSA affect Life Line 
Screening of America Ltd’s volume of letter-shaped Standard Mail? 

During the effective period of the NSA, how many affinity 

Response: 

Life Line will provide a response to this rcqucst under seal pursuant to the 

Commission’s Order No. 36. 

2 5  



RESPONSES OF LIFE LINE WITNESS GKEENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-7. 
term is used at page 6, lines 18- 19, of your testimoiiy . 

Please define and give examples of “major US market,” as that 

a. What was the last major US market that Life Line Screening of America Ltd 
entered? 

b. On what date did Life Line Screening of America Ltd commence operations in 
that major US market? 

c. How many major US markets are there? 

Response: 

Life Line has no standard or technical definition of “major US market.” Life Line 

covers all 48 continental U.S. states with the exception of Kentucky and Arizona, which 

are run by franchises. We believe our screenings cover all geographical areas with 

sufficient population to warrant our attendance there. . 

a. 

b. Second Quarter of 2007. 

c. 

The most recent market Life Line entered was Des Moines, Iowa. 

Life Line does not possess this information, and the question is 

unanswerable as “major US market” is not a technical term. 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-8. 
at page 2, line 7, page 3,  line 7, and page 6, line 17, of your testimony. 

Please define and describe “ultrasound team,” as that term is used 

a. 
b. 
c. 

d. 

e. 

f. 

As of December 3 1,2006, how many ultrasound teams existed? 
As of August 3 1,2007, how many ultrasound teams existed? 
Are all members of ultrasound teams employees of Life Line Screening of 
America Ltd? 
As of December 3 1, 2006, what was the total number of all employees of Life 
Line Screening of America Ltd? 
As of August 3 1, 2007, what was the total number of all employees of Life 
Line Screening of America Ltd? 
Have the employees of Line Screening of America Ltd been informed that the 
company will not grow during the period of calendar years 2008-20 1 O‘? I f  not, 
why not? 

Response: 

An “ultrasound team” is a team of 4-6 ultrasound and medical technicians that 

performs Life Line’s health screenings. 

a. ’ 84 

b. 86 

c. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

d. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

e. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

f. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-9. At page 7, lines 6-8, of your testimony, you state, 

Very little growth in screening events is expected to take place in 2008 
and beyond because we will already have teams in all 48 continental 
states. . . . Thus, in the absence of this NSA, significant direct mail 
volume growth is not anticipated, as the number of our screening events 
each year are not expected to increase substantially. 

a. 
b. 
c. 

Please list the states in which there is only one ultrasound team. 
How many ultra sound teams are in Arizona? 
Please confirm that four of the top thirty-five fastest growing US cities are in 
Arizona. 
(http://money.cnn.com/ ~ 0 7 ’ 0 6 , 2 7  real c m t c  258 t&test c r o ~ ~ n g c ~ t ~ c - b  md 
exhtrn) If you do not confirm, please explain. 
How many ultrasound teams are in Texas? 
Please confirm that nine of the top thirty-five fastest growing US cities are in 

Texas. 
(http:i /money.cnn.~n~~2007~06~27’reril  estate, 258 t’astc>tArol\ EjLciticb In t i  
-- exhtrn). If you do not confirm, please explain. 
Please list the consolidated metropolitan statistical areas (CMSAs as defined 
by the US Census Bureau) in which there is more than one ultrasound team. 
Please list the CMSAs in which a new ultrasound team will be placed during 
calendar years 2008-20 10. 

d. 
e. 

f. 

g. 

Response: 

a. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

b. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

c. This information that is readily available to the OCA with a reasonable 

expenditure of effort. 

d. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

http://money.cnn.com
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

e. This information that is readily available to the OCA with a reasonable 

expenditure of effort. a 
f. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

g. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

OCNLLS-T1-10. 
Life Line Screening of America Ltd 
(h t tp ://ww w . po 1 ari sventures . c om/ Port fo 1 i 0, C o m pa 11 y Llc t a i I .  :ih p’.T om pan v I D - t 4 A 3 9 D 7 I- 
D-7FB9-427D-99A6-586BOC7ABC69f). If you do not confirm, please explain the 
appearance of Life Line Screening of America Ltd on the Polaris website. 

Please confirm that Polaris Venture Partners holds an interest in a 
a. Please confirm that the Polaris website states, “We invest in seed, early stage, and 

high growth middle market companies.” 
(http://www.polarisventures.con~’~Vli~)~~c;\rc I l i~~io i iS t r3 tc~v.asp)  

b. At page 3, lines 19-20, of your testimony, you state, “[Wle have territorial 
coverage in all the places we need to be in.” Please confirm that Life Line 
Screening of America Ltd will not be a high-growth company in the period 2008- 
20 10. If you do not confirm, please explain. 

c. Please explain why Polaris would retain a stake in a company that expects flat 
growth over the next three years. 

Response: 

Confirmed. 

a. Confirmed. 

b. Not confirmed. Territorial coverage in the United States is not the only 
a 

growth factor. 

c. Life Line cannot speak to Polaris’s investment decisions. 



RESPONSES OF LIFE LINE WITNESS GREENBERG TO 1NTERROGATORJE.S OF 
THE OFFICE OF THE CONSUMER .ADC'OC:27'11 

OCNLLS-T1-11. 
state, "Our customers are typically aging baby boomers and senior citizens. 

At page 2, line 23, through page 3, line 1 ,  of your testimony, you .. 
a. 
b. 

d. 
e. 
f. 
g. 
h. 

C. 

1. 

j .  

k. 

At what age does one become an aging baby boomer'? 
Is a retiree likely to be an aging baby boomer or senior. citizen'? 
How many people over the age of 60 live in Florida'? 
How many ultrasound teams are in Florida'? 
How many people over the age of 60 live in the New York City CMSA'? 
How many ultrasound teams are in the New York City CMSA? 
How many people over the age of 60 live in Texas? 
How many ultrasound teams are in Texas'? 
What state has the highest ratio of people over the age of 60 to ultrasound 
teams? 
What state has the lowest ratio of people over the age of60 to ultrasound 
teams? 
Please explain why the difference in these ratios does not signal growth 
opportunities for Life Line Screening of America Ltd. 

Response: 

a. Life Line objects to this request as not reasonably calculated to lead to the 

discovery of admissible evidence. 

b. Life Line objects to this request as not reasonably calculated to lead to the 

discovery of admissible evidence. 

c. This information is readily available to the OCA from publicly available 

sources with a reasonable expenditure of effort. 

d. Life Line will provide a response to this request under seal pursuant to the 

Commission's Order No. 36. 

e. This information is readily available to the OCA from publicly available 

sources with a reasonable expenditure of effort. 

f. Life Line will provide a response to this request under seal pursuant to the 

Commission's Order No. 36. 
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RESPONSES OF LIFE LINE WITNESS GREENBERG TO INTERROGATORIES OF 
THE OFFICE OF THE CONSUMER ADVOCATE 

g. This information is readily available to the OCA from publicly available 

sources with a reasonable expenditure of effort. e 
h. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

1. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

J. Life Line will provide a response to this request under seal pursuant to the 

Commission’s Order No. 36. 

k. The number of people over 60 is not the only relevant factor determining 

Life Line’s growth opportunities in a given area. - . 



RESPONSES OF WITNESS GREENBERG TO COMMISSION INFORMATION 
REQUEST NO. 1 

1. In USPS-T-1 at page 2, witness Yorgey defines solicitation mail as “letter-size 
Standard Mail.. .seeking customers in need of heaith care screening services.” Does Life 
Line Screening use any First-class Mail to solicit customers? If so, how much of this 
mail will convert to Standard Mail as a result of this NSA? 

Response: Yes. A very small percentage (less than 5%) of our overall solicitation mail 

volume is sent first class. The NSA is not anticipated to change any of that mail from 

first class to standard mail. 

3 3  

- 2 -  



RESPONSES OF WITNESS GREENBERG TO COMMISSION INFORMATION 
REQUEST NO. 1 

2. How much of Life Line Screening’s before-rates Standard Mail volume will be 
sent to existing or current customers, andhow much is expected to be sent to solicit new 
customers? 

Response: More than 95% of our standard mail volume is currently sent to prospects. 

- 3 -  
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RESPONSES OF WITNESS GREENBERG TO COMMISSION INFORMATION 
REQUEST NO. 1 

3. How much of Life Line Screening’s after-rates Standard Mail volume will be sent 
to existing or current customers, and how much is expected to be sent to solicit new 
customers? 

Response: I do not expect that mail volume to current customers to be significantly 
impacted by the NSA. It is mail to prospects that would likely increase as a result of an 
NSA. As a result, the current volume of mail sent to existing customers (less than 5%’ 
see my response to Question 2) will only decrease as a proportional matter. 

- 4 -  
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United States Postal Service 

Michelle K. Yorgey 
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37 
RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 
TO INTERROGATORY OF THE AMERICAN POSTAL WORKERS U N I O N  

APWU/USPS-T1-1. Please confirm that the volume forecast shown on page 2 of 
Appendix A skips from FY2006 to FY2008 and does not show FY2007 volume. 

RESPONSE: 

Confirmed. 

37 
RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 
TO INTERROGATORY OF THE AMERICAN POSTAL WORKERS U N I O N  

APWU/USPS-T1-1. Please confirm that the volume forecast shown on page 2 of 
Appendix A skips from FY2006 to FY2008 and does not show FY2007 volume. 

RESPONSE: 

Confirmed. 

a 

a 



RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 
TO INTERROGATORY OF THE AMERICAN POSTAL WORKERS UNION 

APWU/USPS-T1-3. On pages 8-9 of your testimony, you state that “the Postal 
Service believes that Life Line’s presentations of its plans are reasonable and are 
relied on to support the agreement.” Please provide a more complete analysis and 
explanation of why you believe that a decline in excess of 6% can be expected in 
Life Line’s volume between FY2007 and FY2008 and a further decline of 4% can be 
expected in its volume between FY2008 and FY2009 if this agreement is not 
approved 

RESPONSE: 

Life Line has projected a decline due to: 1 ) an increase in Standard Mail rates, 2) a 

decrease in the pace of geographic expansion, and 3) the movement to non-direct mail 

marketing channels. Specifically, witness Greenberg states the rate increases in 2006 

and 2007 have made direct mail less attractive financially as a marketing tool. Witness 

Greenberg states other less expensive marketing channels are being explored as an 

acquisition tool. Additionally, now that Life Line Screening’s screening teams have 

covered most of the country, there will be fewer mailings that announce Life Line 

Screening’s expansion of its screening teams into new geographic areas. Please also 

see Appendix 1, USPS-T-1. 

a 

3 8  



. RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 
TO INTERROGATORY OF THE AMERICAN POSTAL WORKERS UNION 

APWUIUSPS-TI -4. If the Before Rates forecast of volume for 2008 throush 201 0 
were equal to the 96,000,000 Mr. Greenberg is estimating for 2007, what h p a c t  
would that have on your calculations? 

RESPONSE: 

If the Before Rates forecast for 2008-2010 were equal to 96 million, the impact on the 

calculations would change the total USPS value to $0.6 million, $1.1 million, and $1.1 

million, for Year 1, Year 2, and Year 3, respectively. 

3 9  
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APWUIUSPS-TI-5 In your response to APWU/USPS-T1-2 you indicated that the 
2007 actual volume for Lifeline would be available around mid-October. Please 
provide those data for the record. 

RESPONSE: 

The FY 2007 actual volume for Life Line Screening’s Standard Mail solicitation letters 

was 106,267,407. This higher-than-expected volume for 2007 came about because Life 

Line Screening recently obtained its largest ever business development client, which 

caused an increase in mail volumes for August and September 2007. However, the 

Postal Service has been informed that Life Line Screening will be discontinuing 

operations on six of its vans in early 2008, which will correspond to a decrease of 

roughly six to seven million mail pieces in 2008. 



RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 
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APWUIUSPS-TI-6. In your response to APWU/USPS-T1-5 you indicated that the 
actual 2007 volumes mailed by Life Line Screening were almost 11 percent above the 
original estimates for the year. 
a) When did the Postal Service become aware of the fact that the actual volume 
was going to be substantially above what was expected for the year? 
b) Did Life Line Screening ever discuss the expected impact this new business 
development partner would have on its mail volume in 2007 with the Postal 
Service? 
c) Has Life Line Screening provided the Postal Service with any estimates of the 
potential impact this new development partner might have on the base line 
volumes in other years? 

RESPONSE: 

a. The Postal Service became aware of actual FY2007 volumes in late October. 

b. No, though the Postal Service had a general understanding that changes in 

business development partners could affect Life Line Screening’s mail volume. 

c. No, other than indicating that the loss of six vans in early 2008 will offset the 

impact of the new business development partner. 
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APWUIUSPS-TI-8. Given that some of the business assumptions used in the 
original financial analysis are now different, have you estimated the financial gains and 
losses for the Postal Service under the assumption that: 
a) Life Line Screening mails the same amount during the forecast period as it 
mailed in 2007? 
b) Has Life Line Screening provided a new baseline with which to evaluate this 
deal given the changes in its business that have recently taken place? 
c) If so, have you made new financial estimates using those projections and 
what do they show? 
d) If not, why hasn’t the Postal Service requested such itiformation since it 
seems circumstances would lead to an outcome different than the one the 
Postal Service assumed in its original calculations? 

RESPONSE: 

a. If FY2007 volume is the same as the After Rates volume for the 3 year forecast 

period, the financial value of the NSA would change as follows: 

Year 1, an increase of $187,567 

Year 2, a decline of $296,665 

Year 3, a decline of $304,257 

b. No. The Before Rates volume forecasts for 2008-201 0 remain the same. 

C. NIA 

d. The forecasts and thresholds have not changed because the financial impact on 

the Postal Service in Year 1 will only result in exposure of $100,000. 
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Revised 10/26/07 
RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 

TO INTERROGATORY OF THE OFFICE OF CONSUMER ADVOCATE 

OCNUSPS-TI -1. Please refer to your testimony, Appendix A, page 3, which presents 
Life Line Screening’s Standard Mail Regular and ECR letter unit revenue in column (l), 
entitled “Revenue per piece.” Please provide electronic workpapers showing the 
development of the “Revenue per piece” figures for letters shown in column (1). Also, 
please provide citations to all figures used. 

RESPONSE: 

Please see the attached file “Table 1 (MC2007-5).“ 



Revised 10/26/07 
RESPONSE OF UNITED STATES POSTAL SERVICE WITNESS YORGEY 

TO INTERROGATORY OF THE OFFICE OF CONSUMER ADVOCATE 

OCdUSPS-TI -2. Please refer to your testimony, Appendix A, page 3, which presents 
the volumes for Life Line Screening’s Standard Mail Regular and ECR letters in column 
(2), entitled “Volume.” Please provide electronic workpapers showing the development 
of the “Volume” figures for letters shown in column (2). Also, please provide citations to 
all figures used. 

RESPONSE: 

Please see the attached file “Table 1 (MC2007-5).” 

4 4  
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I 

RESPONSE: 

Please see the attached file “OCA-Tl-3-Table 2.xls”. 

OCAIUSPS-T1-3. Please refer to your testimony, Appendix A, page 4, which presents 
Life Line Screening’s Standard Mail Regular and ECR letter unit costs in the column (1 ), 

ntitled ‘ W A R  2008 Total Unit Cost (Dollars).“ Please provide electronic workpapers 
e h o w i n g  the cieveioprnent of the “TYAR 2008 Total Unit Cost” figtires for Standard Mail 

Regular and ECR letters shown in column (1). Also, please provide citations to all 
figures used. 
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OCNUSPS-TI -4. 
Life Line Screening’s Standard Mail Regular and ECR letter unit costs in column (1 ), 
entitled “TYAR 2008 Total Unit Cost (Dollars).” Also, please refer to Note (l), which 
references the sources used to develop the unit costs for Regular letters in column (1). 
a. Please confirm that you relied on PRC-LR-22, Docket No. R2006-1, as the basis 

for developing the “TYAR 2008 Total Unit Cost[s]” for Life Line Screening’s 

In Docket No. R2006-1, please confirm that the Commission relied on PRC-LR- 
15, which contains the calculation of the Commission’s recommended rates for 
Standard Mail Regular and ECR letters and flats, as the basis for the Standard 
Mail Regular and ECR letters rate design, and that PRC-LR-15 identified total 
unit costs for Standard Mail Regular and ECR letters. If you do not confirm, 
please explain. 
Please provide a detailed explanation of why you used PRC-LR-22 rather than 
PRC-LR-15 as the basis for developing the “TYAR 2008 Total Unit Cost[s]” for 
Life Line Screening’s Standard Mail Regular and ECR letters. In your 
explanation, please identify any differences between PRC-LR-22 and PRC-LR- 
15, and explain how your use of PRC-LR-22 rather than PRC-LR-15 affected the 
development of the “TYAR 2008 Total Unit Cost[s]” for Life Line Screening’s 
Standard Mail Regular and ECR letters. 

Please refer to your testimony, Appendix A, page 4, which pre$ents 

a 
I 
I Standard Mail Regular and ECR letters. If you do not confirm, please explain. 

b. 

c. 

a. Confirmed. 

b. Confirmed that the Commission apparently relied upon PRC-LR-15 in 

determining the rates for Standard Mail Regular and ECR letters and flats, but 

not confirmed that PRC-LR-15 “identified total unit costs for Standard Mail 

Regular letters.” For example, please refer to column I of tab “unitcost” in file 

PRCRegNPRates.xls. The heading of column I is “Total Unit Cost”. However, as 

can be seen by clicking on any of the cells therein, the costs under the heading 

“Total Unit Cost” only include the mail processing and delivery unit costs, not the 

total costs which would encompass all cost segments and components. 

c. As noted in the response to part b above, the “Total Unit Cost” figures in PRC- 

LR-15 did not actually include total unit costs, but rather, only mail processing 
a 
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and delivery costs. While the sum of these two costs may have been sufficient 

for the Commission to differentiate among shapes and presort levels for 

purposes of setting rates, using the sum of mail processing and delivery unit 

costs for purposes of estimating the unit contribution for pieces added to the 

postal mail stream as a result of this NSA would have overestimated the unit 

contribution; total unit costs encompassing all cost segments and components 

had to be developed in order to develop unit contribution estimates for the new 

volume. The only apparent source of total costs in tl le Commission’s workpapers 

was the final adjustment model, where the detailed mail processing and delivery 

costs varying by shape and presort level were provided, as well as all other 
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OCAIUSPS-TI -5. Please refer to your response to APWU/USPS-T1-5, which state I, 

in part, “The FY 2007 actual volume for Life Line Screening’s Standard Mail solicitation 
letters was 106,267,407.” Please provide ;he FY 2CC7 billing determinacts for Life Line 
Screening’s Standard Mail solicitation letters volume of 106,267,407 in the same format 
as in Table 1, provided in the Excel file “Table 1 (MC2007-5).xlsW in response to 
OCNUSPS-T1-1-2 (revised 10-26-07). 

RESPONSE: 

Please see the attached file “LLS BD file-FYO7 final.xls” in Excel format. The first tab, 

labeled Pre-R2006, represents LLS billing determinants for the time period October 1, 

2006 until May 13, 2007 and is presented in the same format as “Table 1 (MC2007- 

5).xls” which was provided in response to OCNUSPS-T1-1-2. The next tab, labeled 

Post-R2006, represents LLS billing determinants for the time period May 14, 2007 until 

September 30, 2007. The final tab, labeled LLS BD, represents the total volume of the 

first two worksheets. 
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